

FOOTBALL '90: MORE PLAYERS CARRY $1 BILLION BALL 


T elevision’s investment in football 
shows no signs of leveling off in 
the 1990’s. In tact, that investment 
is already certain to increase this year: 
65% to 75% rights fee increases in 
agreements reached last March will 
make professional toot ball on TV more 
than a $900 million business this year. 
Already drawing perhaps $100 million 
in TV revenue, college conferences in 
every region are examining expansion 
and/or mergers, looking to create larger 
TV audiences and additional events. 
And a new, international spring football 
league will debut next March, 

Since the beginning of the year, the 
price tags on the top two national foot¬ 
ball packages—the National Football 
League and College Football Associa¬ 
tion (CFA)—have increased by more 
than $400 million per season. Beginning 
next fall. ABC, CBS NBC ESPN and 
TNT are together expected to invest 
more than $910 million each season in 
the NFL through 1993-94—1.73 times 
the per-season fee under multi-year con¬ 
tracts ending last season, which aver¬ 
aged $510 million a year. One network 
described the NFL ad sales market as 
“difficult,” while others declined com¬ 
ment 

On the college side, for rights to the 
CFA, 1991-95, ABC and ESPN agreed 
to pay $67 million per season—1.49 
times the $45 million CBS and ESPN 
will pay this season 

But perhaps most indicative of the 
game's increasing television value was 
NBC’s surprise 1991-95 agreement to 
pay $6 million a year for rights to the 
home games of only one school, Notre 
Dame University—an annual fee on par 
with current" rights to whole conference 
schedules. Although that deal was val¬ 
ued at $30 million over five years, the 
CFA was forced to reduce rights to its 
ABC-ESPN deals by $50 million after 
Notre Dame’s defection. 

And a new professional league prom¬ 
ises to take football beyond the fourth 
quarter and beyond U.S. borders. 
Agreements reached last winter and 
spring with ABC and USA Network will 
bring the World League of American 
Football approximately $10 million in 
annual rights beginning next March, -pdl 


As TNT joins $900 million NFL team, and regional cable 
channels multiply, world league and conference flux 
promise to create more football product. 
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NIL: MORE GAMES, CABLE, REVENUE 

Expanded regular and post seasons, addition of TNT 
equal 60% rights increase and spot surplus 


B eginning this season, total nation- | 
al television rights to the NFL 
will rise from an average $531 
million per season in the last set of 
ABC, CBS, NBC and ESPN contracts, 
to nearly $910 million per season under 
the 1990-91 through 1993-94 agree¬ 
ments reached last March between the 
NFL and ABC, CBS, NBC, ESPN and 
Turner Broadcasting System. Although 
the addition of Turner's TNT accounts 
for more than $100 million of the $388 
million increase in the annual average, 
each of the returning rights holders will 
pay at least 60% more per season than it 
did before for parts of a slightly expand¬ 
ed league schedule. 

In an environment of increased pres¬ 
sure to make those rights fees back, 
ABC deferred to network policy, declin¬ 
ing comment, even in the most general 
terms, on how well its NFL ad sales 
were proceeding. Although CBS de¬ 
scribed the ad sales market as “strong," 
it also declined to quantify that claim. 

But Kenneth Schanzer, executive vice 
president for NBC Sports, conceded, 
“It's a difficult marketplace. The NFL 
now costs so much that one has to look 
at it in a critical way," he said, attribut¬ 
ing the current uphill preselling battle to 
expansion in advertising inventory due 
to the addition of the TNT schedule, as 
well as of additional regular season and 
playoff games. “The question before 
us," he said, “is whether demand will 
catch up with supply." Although he did 
not say NBC—with the lowest per-game 
rights costs among the networks—will 
lose money this season, Schanzer said of 
the network, “We would hope that dur¬ 
ing the term of the agreement, we would 
catch up with rights fees." 

Networks: Slight gains 
at high cost 

Together, the three broadcast networks 
will pay $2,737 billion to the NFL over 
the next four seasons, or an average 
$664 million per season, to air presea¬ 
son, regular season and playoff games, 
as well as three Super Bowls. 

To retain rights to the National Foot¬ 
ball Conference of the NFL, CBS agreed 
to pay $1.06 billion over the four years, 
or about $265 million per season, a 77% 
increase over the $150 million it paid 



Pat Summerall and John Madden 


iast season. This year, CBS’s reguiar 
season Sundays will expand from 16 to 
17 and to 18 in 1992-93. In addition to 
airing Super Bowl XXVI from Minne¬ 
apolis in 1992, CBS will carry four NFC 
playoffs following each regular season. 

Thanks to the NFC’s average season 
ratings consistency over the past three 
seasons—13.8 each year, compared 
with 11.2, 11.0 and 11.6 for the AFC on 
NBC—sales for the 1990-91 NFC sea¬ 
son are “very strong,'' said CBS 
spokeswoman Susan Kerr. CBS has 
scheduled two Saturday, prime time pre¬ 
season games (Aug. H and Sept. I), 
and one Sunday 1 p.m. ET game (Aug. 
26) before it opens the season with four 
regional telecasts on Sept. 9. The regu¬ 
lar season will include nine doublehead¬ 
ers. Beginning with a Jan. 6 wild card 
game, CBS will air four NFC playoff 
games, including the NFC champion¬ 
ship. 

This fall, announcers John Madden 
and Pat Summerall celebrate their 10th 
year together on CBS. But with the de¬ 
parture of Brent Musburger last spring, 
the lineup on CBS’s NFL Today show 
will sport new faces: anchors Greg 
Gumbel, Pat O'Brien and Leslie Visser, 
and analyst Terry Bradshaw. 

Signing a 1990-93/94 contract valued 
at $752 million, NBC retains its Sunday 
package of AFC games and the 1993 
Super Bowl from Phoenix at a cost of 


about $188 million per season, 1.57 
times its 1989-90 fee of $120 million. 
NBC began its preseason schedule Aug. 
5 with the Raiders vs. Saints from Wem¬ 
bley Stadium, London, and Aug. 11 
with the Chiefs vs. Rams from Olympic 
Stadium, Berlin—the first NFL play on 
German soil, according to NBC spokes¬ 
man Vince Wladika. NBC will rap up 
the preseason in prime time Aug. 24 
with the Raiders at the Bears. 

NBC will present eight doubleheaders 
in the regular season and four AFC play¬ 
offs, including the Jan. 20 AFC Cham¬ 
pionship. The faces will change this sea¬ 
son for NBC's NFL Live , with analysts 
O.J. Simpson and Wil McDonough join¬ 
ing host Bob Costas. 

On the strength of 18.6, 19.9 and 
18.1 ratings and 29-plus shares the past 
three seasons, the NFL asked for and 
received an increase in rights fees for 
Monday Night Football from ABC, 
which agreed to a $925 million, 1990- 
93/94 package. At $231 million a year, 
or 1.58 times its previous annual fee, 
ABC gets one additional regular season 
game this season and another in 1992. 
And, in addition to winning rights to 
Super Bowl XXV (next January 27 from 
Tampa), ABC will for the first time also 
televise playoff games each of the four 
seasons—two wild card games the NFL 
will add, beginning next Jan. 5. ABC 
launched its four-game preseason with 
coverage of the Aug. 4 Hall of Fame 
game. 

The broadcast team for Monday Night 
Football , which moved up from 16th 
highest rated prime time series in 1988- 
89 to 10th highest in 1989-90, will re¬ 
main unchanged, with Al Michaels, Dan 
Dierdorf and Frank Gifford in the booth. 

So far, rights to the 1994 Super Bowl 
remain unassigned. -pm 

Cable NFL: full season 
presence 

For the first time ever, the cable industry 
will have NFL football every week of 
the season, with TNT joining ESPN in 
landing concurrent four-year packages 
valued at $445 million each. 

TNT will carry three preseason games 
as well as nine regular season games, the 
first nine weeks of the season. The regu- 
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CBS RADIO AND MUTUAL CARRY NFL 

CBS keeps exclusive league, post-season schedules; 
Mutual to offer 17 doubleheaders 


lar season games will be Sunday night, 
except for a Thursday, Oct. 18, game 
between New England and Miami. 
Turner is in the first year of a four-year, 
47-game deal. 

ESPN will carry three preseason 
games, and Sunday night games on the 
last eight weeks of the season, as well as 
the Pro Bowl, in the first year of a new 
four-year deal. 

Both networks have sought to pass 
along some of the rights fees to cable 
operators, which initially caused a cer¬ 
tain amount of grumbling. ESPN’s is a 
straight 14 cents per subscriber per 
month surcharge, while Turner’s is in¬ 
cluded in a new rate for TNT. 

ESPN began marketing the NFL 
soon after it received the package in 
early March and said it has resigned 
the 99% of the MSO’s that signed up 
for its first package three years ago, 
which carried a nine cents per sub¬ 
scriber surcharge. 

TNT’s new rate begins at 32 cents per 
subscriber for 1990, reflecting a 12 cent 
increase for the NFL. To date, TCI, 
Comcast, Cox and Sammons have re¬ 
newed contracts with Turner, but all 
TNT operators will receive the NFL, 
regardless of the state of contract exten¬ 
sion negotiations. 

On the advertising front: Locally, 
cable salespeople appear to be selling 
ESPN and TNT as one package. Larry 
Zipin, Warner Cable vice president, ad 
sales, said “the reaction is very posi¬ 
tive.’’ The real question will be how 
much of the business will be incremen¬ 
tal, as opposed to migration from other 
cable budgets. Zipin said Warner 
wouldn’t know until the latter part of 
the season how much revenue was ac¬ 
tually new business. 

Connie Pettit, vice president of Di¬ 
mension Media Services, the sales arm 
of Times Mirror, said the NFL is 50% 
to 60% sold out. She agreed with Zipin 
that how many new dollars were re¬ 
ceived won’t be known until later in 
the season. She said many repeat ad¬ 
vertisers are back with bigger budgets, 
with the increased number of games. In 
larger systems, such as Phoenix, the 
NFL is sold in a package that also 
included the Goodwill Games and will 
include the NBA. 

And although the local cable sports 
advertising market is glutted, it brings 
an upside, said Pettit. MLB and the 
Goodwill Games have provided better 
ratings than previous product and for 
the many advertisers that want to reach 
men, she said, sports remains one of 
the best vehicles. -MS 



Hank Strain 


C BS Radio Sports will kick off the 
first year of a five-year exclusive 
NFL contract Sept. 10, with play- 
by-play coverage of the San Francisco 
49ers-New Orleans Saints game at the 
Superdome in New Orleans. The Mutual 
Broadcasting System, armed with rights 
agreements with individual teams, will 
air its first of 17 NFL doubleheaders a 
day earlier, distributing them to markets 
where no local team games exist. 

The new CBS contract includes an 
expanded broadcast package of 33 regu¬ 
lar season games, 10 post-season playoff 
games, the Super Bowl and the AFC- 
NFC Pro Bowl game. The regular sea¬ 
son schedule offers 16 Monday night 
games, eight Sunday night games, a 
Thanksgiving double-header, two Satur¬ 
day double-headers and one Saturday 
triple-header. 

CBS Radio Networks vice president 
and general manager, Robert Kipper- 
man, says the value of NFL football is 
that “it gives us an opportunity to pro¬ 
vide exclusive sports programing to our 
affiliate stations. NFL football comple¬ 
ments the other ‘Tiffany’ sports we car¬ 
ry, including Major League Baseball, 
the NCAA Final Four, the Masters golf 
tournament, and U.S. Open tennis. We 
have positioned ourselves as the sports 


network, and with NFL football, we are 
the ‘only game in town.’ ’’ 

Returning this year to provide play- 
by-play and color commentary are veter¬ 
an CBS sportcasters Jack Buck and 
Hank Stram, who will serve as the net¬ 
work’s primary announcing team. Addi¬ 
tional CBS Radio Sports NFL play-by- 
play and color announcers include Jim 
Nantz, Pat Haden, Brad Sham, Howard 
David, Brad Nessler, Mark Champion, 
John Dockery and Bill Wilkerson. 

Additionally, CBS’s football cover¬ 
age includes NFL *90 , a 10-part, pre¬ 
season series hosted by former player- 
/sportscaster Merlin Olsen, that begins 
Aug. 27 and concludes Sept. 7; NFL 
Preview , a 15-minute weekly series 
hosted by CBS sportscaster Greg Gum- 
bel and NFL commentator John Mad¬ 
den, and The Road to the Super BowL a 
20-part series scheduled to air during the 
January pre-Super Bowl hype period. 
The anchors for Road to the Super BowI 
have not yet been announced. 

Mutual has scheduled the Los Ange¬ 
les Rams at Green Bay (1 p.m. ET) and 
Pittsburgh at Cleveland (4 p.m. ET) for 
the opening week. Having scheduled the 
the first seven Sundays in the season. 
Mutual will select additional games as 
divisional races start to heat up. “We try 
to get the best games possible each 
week, while fitting in as many teams as 
possible during the season,’’ said Mutu¬ 
al director of sports, Larry Michaels. 
Stations can pick up one or both of the 
Sunday games, Michaels said. 

For Mutual’s two Sunday broadcasts, 
play-by-play announcers include Tony 
Roberts, Harry Kalas and Bill Rosinski; 
color commentary is provided by Jack 
Ham and Jack Snow. 

Michaels said Mutual “would love to 
have the Super Bowl package’’ and did 
bid on the rights, but the NFL was look¬ 
ing for more money than Mutual thought 
the lineup was worth. 

Although Michaels said the double- 
header schedule works well for Mutual’s 
stations and advertisers, he conceded the 
network does run into logistical chal¬ 
lenges when local radio stations carry 
home team broadcasts. “If a local sta¬ 
tion broadcasts any NFL football game, 
whether it’s the one we’re carrying or 
not, we’re blacked out in that market,” 
Michaels said. -rib 
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LOCAL RADIO NFL COVERAGE 




Buffalo Bills 
WBEN(AM) Buffalo 

Regional network of 16 
stations; 4 preseason, 16 regular; 
station holds rights in first 
year of five-year contract. 



Cincinnati Bengals 
WKRC(AM) Cincinnati 

Reg. net. of 50 stations; 4 
preseason, 16 regular; station 
holds rights in final year of 
three year contract. 


AFC West 


Indianapolis Colts 

WIBC(AM) 

Indianapolis 

Reg. net. of 26 stations; 4 
preseasan, 16 regular; station 
holds rights. 


Cleveland Browns 

WWWE(AM) 

Cleveland 

Reg. net. of 43 stations; 5 
preseasan, 16 regular; station 
holds rights. 


Denver Broncos 
KOA(AM) Denver 

Reg. net. of 55 stations; 5 
preseason, 16 regular; station 
holds rights. 



Dallas Cowboy 


oys 

KRLD(AM) Dallas 

Reg. net. of 22, plus 13 
Spanish-language stations; 4 
preseason, 16 regular; station 
holds rights in final year of five- 
year deal. 


NFC Central 


Chicago Bears 
WGN(AM) Chicago 

Reg. net. of 62 stations; 5 
preseason, 16 regular; station 
holds rights in third year of 
three-year pact. 



Atlanta Falcons 
WSB(AM) Atlanta 

Reg. net. of 65 stations; 4 
preseasan, 16 regular; station 
holds rights in second 
year of three-year pact. 


Miami Dolphins 
WIOD(AM) Miami 
WQBA(AM) Miami 

Reg. net of 27 stations; 4 
preseason, 16 regular; third year 
af three-year pact; WQBA has 
Spanish rights, 4 preseason, 16 
regular; second year of three- 
year pact 


Houston Oilers 
KTRH(AM)-KLOL(FM) 
Houston (co-owned 
stations) 

Reg. net. of 35 stations; 4 
preseason, 16 regular; 1st year of 
5-year pact; co-owned stations 
hold rights in contract. 


Kansas City Chiefs 
KCFX(AM) Kansas 
City 

Reg. net. of 53 stations; 4 
preseason, 16 regular; station 
holds rights in first year of 
two-year pact, option on third year. 


Los Angeles Raiders 
KFI(AM) Los Angeles 

Reg. net. of 33 stations; 4 
preseason, 16 regular; station 
holds rights in third year of 
four-year pact. Bob Speck 
Productions holds rights in 
third year of four-year pact. 


New York Jets 
WCBS(AM) New York 

4 preseason, 16 regular; 
station holds rights in third year of 
five-year deal. 


Pittsburgh Steelers 
WTAE(AM) - WHTX(FM) 

Pittsburgh 

Reg. net. of 35 stations; 4 
preseason, 16 regular; station 
holds rights in first year of 
three-year pact. 


San Diego Chargers 
XETRA(AM) Tijuana 

Reg. net. of five stations; 4 
preseasan, 16 regulor; station 
holds rights in fourth year of 
five-year contract. 


New England Patriots 
WHDH(AM) Boston 

Reg. net. of 50 stations; 4 
preseason, 16 regulor; station 
holds rights in final year of 
four-year contract. 


Seattle Seahawks 
KIRO(AM) Seattle 

Reg. net. of 55 stations; 4 
preseason, 16 regular; station 
holds rights in second year of 
five-year contract. 


New York Giants 

WNEW(AM) New York 

Philadelphia Eagles 
WIP(AM) 

Philadelphia 

Phoenix Cardinals 
KTAR(AM) Phoenix 

Washington Redskins 

WMAL(AM) 

Washington 

Reg. net. of 22 stations; 4 
preseason, 16 regular; station 
holds rights in second year of 
multiyear pact. 

Reg. net of 30 stations; 4 
preseason, 16 regular, station 
holds rights in second year of 
three-year contract. 

Reg. net. of 21 stations; 4 
preseason, 16 regular; station 
holds rights in second year of 
five-year deal. 

Reg. net. of 94 stations; 4 
preseasan, 16 regular; station 
holds rights in second yeor of 
three-year contract. 

Detroit Lions 

WWJ(AM) Detroit 

Reg. net. of 33 stations; 4 
preseason, 16 regular; station 
holds rights in second yeor of 
three-year contract. 

Green Buy Packers 
WTMJ(AM) 

Milwaukee 

Reg. net. of 53 stations; 4 
preseason, 16 regular; station 
holds rights. 

Minnesota Vikings 
WCCO(AM) s 

Minneapolis 

Reg. net. of 50 stations; 4 
preseason, 16 regular; station 
holds rights In third year of 
three-year contract. 

Tampa Bay 

Buccaneers 

WRBQ-FM Tampa 

Bay 

Reg. net. of 30 stations; 4 
preseoson, 16 regular; first 
yeor of two-year option, 
fourth yeor overall in contract; 
station holds rights. 

Los Angeles Rams 

KM PC (AM), KLIT(FM) 
XPRS(AM) 

Reg. net. of 24 stations; XPRS 
provides Spanish broadcasts; KMPC 
and XPRS will air 4 pre-seasan 
and 16 regulor season games; KLU 
will oir 16 regulor season 
games. KMPC retains rights in first 
year of five-yeor contract. 

New Orleans Saints 
WWL(AM) New 

Orleans 

Reg. net. of 40 stations; 5 
preseason, 16 regular; station 
holds rights in second yeor of 
three-year pact. 

San Francisco 49ers 
KGO(AM) San 

Francisco 

Reg. net. of 40 stations 
(25 in Calif.); 4 preseasan, 16 
regular; station holds 
rights in first yeor of three 
year pact (agreement in 
principle as of lost week). 
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WORLD FOOTBALL RACES TOWARD SPRING KICKOFF 

On strength of ABC, USA rights, WLAF moves forward 


A s of last week, the World League 
of American Football had select¬ 
ed II of 12 franchises for its 
North American and European teams: 
Orlando, Birmingham, San Antonio, 
Sacramento, New York, Mexico City, 
Montreal, Barcelona, Frankfurt, London 
and Milan. The 12th city, in the U.S , is 
to be announced. To complete site selec¬ 
tion, the league said it must finalize sta¬ 
dium leases and be assured of strong 
local ownership interest and fan support. 

Although the league is backed finan 
daily by a group of National Football 
i League owners, revenue arrangements 
will differ from the NFL. with the 
| league itself taking in all TV and nation¬ 
al network radio revenues and corporate 
sponsorships, while paying players, offi 
cials and picking up team travel costs. 
Team owner income will come from 
gate receipts, local radio rights, conces¬ 
sions and local sponsorship. 

The league has concluded all-impor¬ 
tant U.S. TV rights in deals completed 
this past winter and spring with ABC- 
TV and cable channel USA Network. 
European TV and radio rights deals are 
currently under negotiation, led by 
WLAF’s TV consultant Jim Spence, a 
former senior ABC executive 

ABC’s two-year deal, estimated at be¬ 
tween $10 million and $12 million per 


| year, calls for airing live Sunday after- ! 
j noon games and playoffs. 

The USA Network, in a deal reported¬ 
ly valued at $18 million for four years, 
will telecast games in prime time on 
Saturday and Monday, plus six Europe¬ 
an team specials on Saturday afternoons. I 
Some USA Network playoff games will 
j also be shown nationally, along with 14 
additional prime time games cablecast 
■ regionally. 

The WLAF schedule includes 10 reg¬ 
ular season games in a three-division 
round robin, and semi-finals leading up 
to the league championship next June 9. 
One intercontinental game is scheduled 
each week of the season 

Radio coverage of the WLAF is being 
handled by New York-based Dick Brescia 
Associates, which is currently developing 
the World League of American Football 
Radio Network. Present plans call for a 
network of six flagship stations, one in 
j each of the six U.S. league markets. Once 
these llagship stations are determined, 
Brescia said. ‘'We’re going to go out and 
round up the usual suspects. We’ll go to 
the sports oriented stations and the sta¬ 
tions that will be part of the regional radio 
networks and build on that.” 

Brescia, who is a veteran of CBS Ra- ' 
dio football coverage, said radio an¬ 
nouncers have yet to be determined, but 


should be in place by early fall. Addi¬ 
tionally, several advertisers are looking 
at preliminary proposals, but games 
have yet to be actively sold 

International radio rights are being ne¬ 
gotiated separately from the U.S. rights, 
largely because of a lack of understand¬ 
ing of American football. Brescia noted 
that some European broadcasters are un¬ 
comfortable with relinquishing their air 
to 3-'/2 hours of American football; at 
least one even asked if games could be 
shortened. “We have to educate the fans 
and the broadcasters in the game of foot¬ 
ball. It s going to be a whole new ball- 
game, but we anticipate everything be¬ 
ing in place by opening day.” 

Taking advantage of the league’s 
startup nature, WLAF has also promised 
to introduce a number of innovations in 
play, including electronic radios in play¬ 
ers’ helmets to eliminate team huddles, 
as well as in-stadium radio broadcasters 
and a TV instant replay booth 

Run by former Dallas Cowboy man¬ 
ager Tex Schramm, along with a number 
of former Cowboy and other NFL exec¬ 
utives, the league expects to tap players 
from among NFL free agents and con¬ 
tracted NFL players, as well as Canadi¬ 
an Football League players, former col 
lege players and other players from 
Europe, Canada and Mexico. -aag, reb 
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COLLEGE FOOTBALL: CHANGES AFOOT ON UNCERTAIN TURF 

NBC/Notre Dame deal, cable regionals, conference expansion upend ground rules 


T he college football rights plot 
thickens. In 1990, new regional 
cable channels have created anoth¬ 
er layer of conference rights across the 
nation (see chart, below). And as CBS 
enters the last year of its rights to the 
College Football Association package, 
other changes are afoot for 1991 and 
beyond. ABC will consolidate CFA, Big 
Ten and Pac-10 rights in 1991. NBC 
will become the Notre Dame network. 
And conferences in every region are 
poised to expand and/or merge, a trend 


that sources say is* motivated primarily 
by the potential for more TV money and 
exposure for member schools. 

As they have through most of the past 
decade, ABC, CBS and ESPN will dom¬ 
inate national carriage of the college 
football regular season in 1990, with the 
exception of a dozen Southeast Confer¬ 
ence games to be carried nationally on 
superstation WTBS(TV) Atlanta. 

In more limited fashion, syndicators, 
including Jefferson-Pilot Telecommuni¬ 
cations (with rights to the Atlantic Coast 


Conference and a package of indepen¬ 
dent school games), Raycom Sports and 
Entertainment (with rights to the South¬ 
west Conference and to two preseason 
special events) and the Blue and White 
Sports Network (with rights to Air Force 
and Brigham Young University) will 
distribute games to a mix of broadcast 
stations, regional cable services and ca¬ 
ble systems across the nation. 

CBS will launch a 17-broadcast 1990 
CFA schedule Sept. 15 with Pittsburgh 
at Oklahoma on Saturday afternoon, fol- 


Cable covers college ball, region by region 

Cable regional sports networks will provide viewers with hundreds of college football games this fall, with many networks carrying tripleheaders. SportsChannel and Prime Network have 
secured rights to various conferences for their affiliates. SportsChannel has rights to Notre Dame, Florida, Miami, Syracuse, Big 10 and Big West games. Prime Network has rights to Pac 10, 
Southwest Conference, Big B and Atlantic Coast Conference contests. Most gomes on regional networks will be on a toped-delayed basis, although mony will be live. 

Network 

Sub count 

Games 

Live 

1 Prime Ticket 

4.1 million 

Pac 10 (10), USC (13), UCU (13) SWC (13), Big 8 (11), ACC (5), Howaii (8), BYU and Air Force (10), Son Diego Stole (3), 
Grambling (4), Colorodo (1), Greot American Independent 

33 

MSG 

4.1 million 

Pac 10 (10), SWC (13) 

13 

Sunshine 

2.9 million 

Ptac (10), ACC (12), Big 8 (11), SWC (12), GAI (11), Florida State (1 live, 4 PPY plus others on taped delay) 

25 

HSE 

2.3 million 

SWC (30), ACC, SWC, WC, Big 8, SEC, Pac 10, Southland, Florida St. Pin. 

21 

HTS 

1.85 million 

Syracuse (11), Wbst Virginio (8), Notre Dome (3), Pac 10 (10), WC (7), ACC, SWC, GAI 

24 

SportSouth 

1.5 million 

SEC, Pac 10, WC, SWC, ACC, Big 8, GAI 

30 

SC Chicago 

1.7 million 

MAC (12), Notre Dame (11), Florida (11), Big Wbst (8), Big 10, Miami (5) 

8 

KBL 

1.4 million 

Prime Network games, Indiana U. of Pa. 

N/A 

SC New lbrk (pay) 

1.3 million 

Notre Dame (11), Syracuse (11), Metro College (11), Florida (10), Army (3), Rutgers (5), Big Wbst, Hofstra 

14 

Prime Sports NW 

1.2 million 

Wbshington St. (11), Oregon St. (11) Big Sky (12) 

0 

SC New England 

(8)975,000 

(P)225,000 

Florida (11), Notre Dame (11), MAC (6), Metro College (7), Big Wbst (7), Miami (5), Army (4), Rutgers (3) Holy Cross (3). 

10 

SC Philadelphia 

1.2 million 

Notre Dame (11), Florida (11), Miami (7) 

3 

Pacific Sports Network 

1 million 

Pac 10, California, Stanford 

N/A 

SC Florido 

975,000 

Florido (11), Notre Dame (11) Syracuse (11), MAC (8), Miami (5), Wbst Virginia (4), Rutgers (3) 

11 

Prime Sports Network 

700,000 

Big 8 (11), Colorado St. (5), SWC 

5 

PASS 

650,000 

Mid-American, Big 8, SWC, Colorado St. 

N/A 

SC Ohio 

600,000 

MAC (11), Notre Dome (11), Ohio Stote (11), Big Wbst (8), Wbst Virginia (8) Wisconsin (7), Miomi (5) 

13 

NESN (pay) 

362,000 

Ptac 10, SWC, Big 8, BYU and Air Force ACC, GAI, Boston College 

*20 

ASPN 

300,000 

Ptac 10 (10), USC (13), UCLA (13) SWC (13), Big 8 (11), ACC (5), Hawoii (8), BYU ond Air Force (10), MAC (10), Syracuse 
(11), Wbst Virginio, 

33 

Midwest SportsChannel 

200,000 

Notre Dame (11), Air Force (6) BYU (5) 

14 

SC Los Angeles (pay) 

150,000 

Notre Dame (11), MAC (10), Big Wbst (8), Florida (10), Ohio State (6), Miami (5), Syracuse (5), Wbst Virginia (5) 

18 

SC Cincinnati 

90,000 

Notre Dame (11), MAC (11), Big 10 (9) SEC, Wbst Virginio (6), Miami (3) 

13 

0 number of games in 

package 

'Estimate. SportSouth to launch Aug. 29. 
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lowed by Michigan at Notre Dame in 
prime time, the first of four doublehead¬ 
ers. Other highlights of the schedule, 
which closes Dec. 8 with Army vs. 
Navy, include Florida State at Miami 
Oct. 6, Miami at Notre Dame, Oct. 20, 
and Nebraska at Oklahoma, Nov. 23. 

CBS's post season lineup will include 
the John Hancock Bowl on Dec. 31 and 
the Cotton Bowl Jan. 1. All told, CBS 
has been investing about $16 million per 
season in college football. 

In the third year of concurrent nine- 
year agreements with the Big Ten and 
Pacific 10 conferences (running through 
the 1996-97 season), ABC will air 
games every Saturday afternoon from 
Sept. 8-Nov. 24, usually in the 3:30 
p.m. ET window, overlapping CBS’s 
usual 2 p.m. to 6 p.m. or 3:30 p.m. to 7 
p.m. ET window. Although regionalized 
feeds of two concurrent games appears 
to be the norm in the ABC schedule, 
some national telecasts, such as UCLA 
(Pac 10) at Michigan (Big Ten) at noon. 
Sept. 22, followed by Notre Dame at 
Michigan State at 3:30 p.m. ET also 
appear. Penn State at USC, Sept. 15, 
and USC at Ohio State, Sept. 29, were 
the other Big-Pac-10 matchups sched¬ 
uled as of last week. Those conferences 
get about $6.5 million each from ABC 
each season. 

In the post season, ABC will air the 
Kelly Tire Blue-Gray All-Star Classic 
and Eagle Aloha Bowl (Dec. 25); the 
Peach Bowl (Dec. 29), and, on Jan. I, 
1991, the Florida Citrus Bowl, Rose 
Bowl and USF&G Sugar Bowl. 

ESPN will televise at least 48 college 
games in 1990, with the CFA account¬ 
ing for 28 matchups at a cost to ESPN of 
about $17 million. Five Big 10 games 
and two Pac-10 games are also in the 
schedule. In the first year of a six-year 
contract, ESPN and Los Angeles-based 
regional cable channel Prime Ticket will 
together pay the Pac 10 between $5 mil¬ 
lion and $6 million per season for rights 
to football and other sports, not includ¬ 
ing basketball. Prime Ticket will carry 
10 of the 12 football games. 

ESPN will air the Liberty Bowl, All 
American Bowl and Sea World Holiday 
Bowl on Dec. 27, 28 and 29, respective¬ 
ly, and the Mazda Gator Bowl Jan. 1. 
Three all-star games—the Mycal Japan 
Bowl (Jan. 12); the Senior Bowl (Jan. 
19), and the East-West Shrine Game 
(Jan. 26)—will round out the schedule. 

CFA vs. ‘Super Conferences’ 

No one was more surprised than CFA 
Executive Director Chuck Nienas when 
Notre Dame announced a $30 million 


agreement giving NBC rights to Notre 
Dame home games, 1991-95. Rights to 
half a dozen Notre Dame games had 
been essentially promised to ABC when, 
several weeks earlier, the CFA and ABC 
reached a 1991-95 deal valued at $210 
million. But Notre Dame, one of 64 
schools that had entrusted the CFA to 
negotiate its national TV deals, objected 
to ABC’s plan to break with CBS’s tra¬ 
dition of airing 17 games nationally and 


to instead air only half a dozen games 
nationally while regionalizing up to five 
games each Saturday and 55 games per 
season. 

After the Notre Dame announcement, 
the CFA was forced to renegotiate its 
agreements with ABC and ESPN, reduc¬ 
ing the total value ($350 million) of the 
deals by $20 million in rights and anoth¬ 
er $30 million due to the loss of “an 
obviously attractive member of our 
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package/’ said Nienas. ABC s five-year 
investment—in large part predicated on 
winning network exclusivity in college 
football—dropped from $210 million 
($42 million a year) to $ 180 million ($36 
million a year). At the same time, the 
CFA extended its $116 million, four- 
year deal with ESPN (which was to av¬ 
erage $29 million per year) to five years, 
through 1994-95, at $180 million ($24 
million per year) 

The maverick move oy Notre Dame 
apparently portended a trend. In June, 
Pennsylvania State University traded its 
independent status for membership in 
the Big Ten conference, which holds 
long term rights agreements with ABC 
and ESPN. And in late July, the Univer¬ 
sity of Arkansas announced it will leave 
the Southwest Conference—delivered to 
26 markets regionally by Raycom—and 
join the Southeast Conference whose 
long term deal with Turner Broadcasting 
System will bring the school exposure 
regionally via SportSouth and nationally 
via WTBS(TV) Atlanta. 

Other moves are possible. Last 
week, SWC and Big Eight members 
discussed merging. The University of 
Miami, ranked number one in the Unit¬ 



ed States at the end of last season, has 
answered survey inquiries from the 
SEC and the Metro Conference. And 
according to Jimmy Rayburn, execu¬ 


tive producer of Jefferson-Pilot Tele¬ 
communications, new contracts call for 
renegotiation options for either party, 
given expansion. 

“The thing people say is driving ex¬ 
pansion," said Rayburn, “is television 
money.” 

That appears to be a central motiva¬ 
tor behind “Developing the Super 
Conference,” a proposal issued in July 
by Raycom that calls lor creation of a 
16-team football conference “encom¬ 
passing over 35% to 43% of the na¬ 
tion's television households...the larg¬ 
est collegiate football conference in 
America,” said Raycom executive 
vice president, Ken Haines, in the pro¬ 
posal's introduction. 

Both the football conference and a 12- 
team, two-division basketball confer¬ 
ence would start with the eight Metro 
teams (Florida State, South Carolina. 
Cincinnati. Louisville. Southern Missis¬ 
sippi, Tulane, Virginia Tech and Mem¬ 
phis State), which now command only 
9% of TV homes, and add other schools 
from Boston College to Pittsburgh to 
Miami. Those and other institutions 
have agreed to vote on the proposal by 
mid-October 

The dissolution of Video West Net¬ 
work’s Western Athletic Conference 
package last year may be symptomatic 
of pressure to go national. The Blue and 
White Sports Network, based out of 
KBYU-TV Provo. Utah, took over the 
package. Concluding that, at least in the 
Rocky Mountains, “there is not enough 
audience base to support regional syndi¬ 
cation,” said Mikel Minor, executive 
producer, B&W this year will “go for 
the national appeal" of Brigham Young 
University and the Air Force Academy 
and distribute a 10-game schedule to 
75% of the nation. 

Wider audiences, creation of new 
events and higher TV revenue appear to 
be the carrot dangling before colleges 
and universities. In addition to gaining 
more television homes, said Haines, the 
Super Conference would “allow for a 
lucrative 12th game to determine a con¬ 
ference champion" and “facilitate the 
movement toward a national football 
playoff system”; allow member schools 
to “retain 90% of their major athletic- 
related income,” and afford “the oppor¬ 
tunity to negotiate a network television 
contract should the College Football As¬ 
sociation television plan cease to exist” 
after 1995. Several sources noted wide¬ 
spread concern that the Federal Trade 
Commission will find that CFA negoti¬ 
ating power violates antitrust law, as the 
courts found NCAA power in 1984. -pdl 
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